. Structural model path coefficients and model fit for the proposed model. Note: X 2 = 427.06, df= 128, CFI=.96, RMSEA= .07, SRMR=.06, *p ≤ .05, ***p ≤ .001. Discussion and Conclusions. Aligned with previous social media research (Yuksel et al., 2016) , the results confirmed social connecteness positively influences consumers attitude toward and intention to adopt social commerce. The present study provides new insight-TAM variables mediate the relationship between social connectedness and attitude toward social commerce. Consequently, to increase consumers' adoption of social commerce for purchasing apparel products, marketers should increase feelings of emotional connectedness, affiliation, and companionship among its patrons. Along with broadcasting news, deals, or events on social media pages, sites should include elements that foster customer engagement, such as Snapchat's geofilters. Future research could examine a more representative sample of the U.S. or other countries. 
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